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Mobile is a communications tool that can not be separated from human 
life. Competition among mobile brands including Nokia brand increasingly 
stringent. To win the competition can be done by establishing brand loyalty and 
brand loyalty can be built with experiential marketing. The purpose of this study is 
how the influence of experiential marketing on brand loyalty of Nokia brand mobile 
phones. 
These studies demonstrated that 6 (six) hypothesis, among others, is the sense of a 
positive effect on experiential marketing, feel positive influence on experiential 
marketing, think positive influence on experiential marketing, act positive influence 
on experiential marketing, relate a positive influence on experiential marketing, 
experiential marketingpositive effect on brand loyalty. The research was conducted 
in Surakarta City area with 155 respondents, nokia brand selection as an object 
under study because it is the most popular brands and as the winner of Best Solo 
Brand Index for 3 (three) years. Sampling techniques in the study conducted by 
convenience sampling method. The sampling technique was used because it does not 
know the brand nokia mobile phone user population or another brand. To interpret 
and analyze the data in this study using analytical methods Structural Equation 
Model (SEM) of the software AMOS 16. The results of data analysis will clarify the 
causal relationships between variables that are being developed in this research 
model.Exogenous and endogenous measurement model was tested using 
confirmatory analysis. Results of analysis using Structural Equation Model (SEM) 
for model testing causality between variables that affect and are affected by the 
sense, feel, think, act, relate, experiential marketing and brand loyalty has met the 
criteria Goodness of Fit of the chi-square = 168.093; probability = 0.136; AGFI = 
0.833; CFI = 0.967; TLI = 0.958; RMSEA = 0.029; Cmin / DF = 1.128. Based on 
the results of data analysis known experiential marketing can significantly influence 
the increase in brand loyalty..   













Handphone merupakan alat komunikasi yang tidak bisa lepas dari kehidupan 
manusia. Persaingan diantara merek handphone semakin ketat diantaranya merek  
Nokia. Untuk memenangkan persaingan dapat dilakukan dengan membentuk 
loyalitas merek dan loyalitas merek dapat dibangun dengan experiential marketing. 
Tujuan dari penelitian ini adalah bagaimana  pengaruh experiential marketing 
terhadap loyalitas merek handphone merek Nokia.  
Penelitian ini menunjukkan adanya 6 (enam) hipotesis, antara lain adalah sense 
berpengaruh positif terhadap experiential marketing, feel berpengaruh positif 
terhadap experiential marketing, think berpengaruh positif terhadap experiential 
marketing, act berpengaruh positif terhadap experiential marketing, relate 
berpengaruh positif terhadap experiential marketing, experiential marketing 
berpengaruh positif terhadap brand loyalty.  
Penelitian ini dilakukan di wilayah Kota Surakarta dengan 155 responden, pemilihan 
merek nokia sebagai obyek yang diteliti karena merupakan merek paling popular dan 
sebagai pemenang Solo Best Brand Index selama 3 (tiga) tahun terakhir.   
Teknik pengambilan sampel dalam penelitian ini dilakukan dengan cara metode 
convenience sampling. Teknik pengambilan sampel ini digunakan karena tidak 
ketahui populasi pengguna handphone merek nokia atau merek lain. 
Untuk menginterpretasikan dan menganalisis data dalam penelitian ini menggunakan 
metode analisis Structural Equation Model (SEM) dari software AMOS 16. Hasil 
analisis data tersebut akan menjelaskan hubungan kausalitas antara variabel yang 
sedang dikembangkan dalam model penelitian ini. Model pengukuran eksogen dan 
endogen telah diuji dengan menggunakan analisis konfirmatori.  
Hasil analisis menggunakan  Structural Equation Model (SEM) untuk model 
pengujian hubungan kausalitas antar variabel yang mempengaruhi dan dipengaruhi 
oleh sense, feel, think, act, relate, experiential marketing dan brand loyalty telah 
memenuhi kriteria Goodness of Fit yaitu yaitu chi square =168,093; probability = 
0,136; AGFI = 0,833; CFI = 0,967; TLI = 0,958; RMSEA = 0,029; CMIN/DF = 
1,128. Berdasarkan hasil analisis data diketahui experiential marketing dapat 
berpengaruh signifikan terhadap peningkatan loyalitas merek. 
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